

Baseball rights approach $350 million 


Major League Baseball broadcast and cable rights payments contin¬ 
ue to climb, surpassing last year's high-water mark of S320 million, 
rising about 9% to $349,850,000. Of that. $153,350,000 will come 
from local broadcast and cable payments (an increase of 9.6%) and 
about $190 million from ABC TV and NBC-TV combined. Al 
though ABC reportedly may renegotiate its MLB contract, both 
networks arc now in the fourth year of a six-year, SI .2-billion rights 
agreement extending through the 1989 season. CBS Radio, which 
has a five-year agreement with the league that runs until 1989, will 
pay about $6.5 million, up from the $6 million it paid for its schedule 
of games last year. 

Although the American League East teams will receive the high¬ 
est rights payments this year—almost $50 million (an increase of 
about 10.9%)—the National League West team payments will in¬ 


crease the most—up about 17.5% to $26.5 million. The National 
League East teams will be paid about $45.4 million, a gain of about 
4.4%, while the American League West teams will receive rights 
payments of $31.8 million, an increase of 9.1%. 

□ 

Despite a soft advertising marketplace in general. Bob Blackmore, 
senior vice president of sales for the NBC Television Netw ork, is 
optimistic about the 1987 baseball season. NBCs advertising sales 
are going "very well,” he said, adding that ‘generally, it s a strong 
marketplace and baseball is up 10% to 15%.” The network is over 
95% sold in the second quarter, and about 75% sold in the third 
quarter, he said. "Advertisers like to buy on history and baseball is 
solid,” Blackmore said. “It's getting better ratings than ever; it has 
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good demographics.” 

As it has for the past two years, NBC will televise 30 regular- 
season Saturday games (including four Saturday-aftemoon double- 
headers) and two prime time games beginning April 11. NBC’s 
teams of Vin Scully and Joe Garagiola and Bob Costas and Tony 
Kubek will again be the two primary combinations during the sea¬ 
son. (Two other two-person broadcast teams will be added for weeks 
when there are doubleheaders, an NBC spokeman said.) In addition, 
NBC will also carry the American League and National League 
playoff series (the best of seven games), beginning Oct. 6, and the 
All-Star Game on July 14 in Oakland, Calif. 

According to one source, the average price of a 30-second spot 
during the regular season at NBC will be close to $46,000 for the 
second quarter, and about $36,000 for the third quarter. Rates for the 
playoff games are set at about $175,000 for prime time games, about 
$125,000 for weekend games, and about $50,000-plus if the play¬ 
offs go to a weekday game, with rates for the All-Star game at 
$275,000. Among the sponsors for the regular-season games is Mill¬ 
er beer. NBC is also in final negotiations with General Motors, 
replacing the ford Motor Co. as its automotive sponsor. 

NBC averaged a 6.3/20 for its 30 regular-season games in 1986, 
compared to a 6.4/21 for 30 games in 1985, a spokesman said. The 


ratings average for last fall’s World Series between the New York 
Mets and the Boston Red Sox (in which 30-second spots went for 
$275,000) was 28.6/45 for the seven-game series, up 13% from 
1985 when ABC carried the games, an NBC spokesman said. The 
seventh game of the series set a record for number of viewers (34 
million), receiving a 38.9/55, the fourth-highest rated World Series 
game, NBC said. 

Although ABC carried 11 Sunday games early in the season last 
year, in addition to its eight exclusive Monday night regular season 
games, so far the network is planning to carry only eight regular- 
season Monday night games in 1987. The games will air at 8 p.m, 
(NYT) from June 1 -July 27, and A1 Michaels will be the primary 
play-by-play announcer. One consideration in not yet scheduling any 
Sunday games this year was ratings. Because ABC does not have 
exclusivity on Sunday afternoons, “with all the local [baseball] 
packages on Sundays, the audience levels are not really that great, M 
an ABC spokesman said, 

ABC will also carry the World Series this year. It is believed that 
ABC expects to charge about $275,000 per 30-second spot. Monday 
Night 30 s are said to be selling in the 
$80,000 range, up 6.7% from last year. 

A team by team breakdown follows: 


♦ 

California Angels 

Ktla(tv) Los Angeles enters the final year of a 
three-year pact with the Angels this season, 
but intends to re-negotiate the contract to per¬ 
mit up to 60 games to be televised, according 
to station manager Michael Eigner. Broadcast 
television rights fees are now pegged at $4.2 
million for the 1987 year, with the station tele¬ 
vising 48 regular-season games and three 
preseason outings. Bob Starr and Joe Torre 
handle the announcing chores. 

The Angels experimented last season with 
showing four home games on a pay-per-view 
basis, but ended the co-venture agreement 
between Angelvision and Harmon/Cove Pro¬ 
ductions, a unit of Fox Television Stations that 
is involved in a similar arrangement with the 
Los Angeles Dodgers, because of Harmon/ 
Cove's desire to televise more home games, 
an Angels spokesman said. 

On radio, Al Conin will continue as the play- 
by-play man for rights holder kmpc(am), but last 
season's number-two announcer, Ron Fairly, 
will be replaced by Ken Brett. Fairly has left the 
Angels to become lead announcer for the San 
Francisco Giants, the Angels spokesman 
said. Major radio sponsors include Chevron, 
Chevrolet, Anheuser-Busch and Eastern Air¬ 
lines. Xprs(am) Rosarita Beach (Tijuana, Mexi¬ 
co) will provide Spanish-language coverage. 

♦ 

Chicago While Sox 

The White Sox and wmaQ(am) Chicago are ren¬ 
egotiating a new five-year pact that is expect¬ 
ed to be signed shortly. In addition to full regu¬ 
lar season coverage and nine preseason 
games, the station will broadcast the “Cros¬ 
stown Classic" between the Cubs and the 
White Sox on May 18. The station is also ex¬ 
panding its pre- and post-game shows to 


Prices of admission 

NBC-TV rights payments 
$95 million 

ABC-TV rights payments 
$95 million 

CBS Radio rights payments 
$6.5 million 


about 35 minutes each. Sponsors this year 
include Chevrolet, Miller beer and Zenith. 

The Sox also have, for the second season, a 
Spanish radio rights holder, wtaQ(am) La 
Grange, III., which will broadcast the full home 
slate of 81 games. 

TV rights holder wfld-tv Chicago will carry 
16 home and 54 away contests, three of which 
are preseason games. The station is in the 
second year of a five-year deal. Sponsors on 
the television side include Miller, Nissan and 
the Illinois State Lottery. 

The regional cable network, Sportsvision, is 
currently converting from a pay to a basic ser¬ 
vice. Its pay subscriber count was close to 
600,000 and the company is projecting that it 
will have a basic subscriber count of one mil¬ 
lion by April 1. Sportsvision will carry 74 
games this season—54 home, 15 away and 
five preseason games 

♦ 

Kansas City Royals 

Wdaf-tv Kansas City, Mo., in the last year of its 
three-year contract, is the originating station 
for a network of 17 stations, carrying 50 games 
this year. Miller Beer is again the major spon¬ 
sor. According to Buddy Turner, manager of 
the Royals TV Network, "everything is pretty 
much the same as last year," in terms of televi¬ 
sion coverage, which again will include a pre¬ 
season prime time special. One added twist, 
however, may be the involvement of Dick 
Howser in the telecasts of the games. Hovyser, 


who has undergone surgery twice for a brain 
tumor, resigned as Royals manager last week 
for health reasons, Turner said, adding that 
wdaf-tv has expressed an interest in using 
Howser in the telecasts "in some way," de¬ 
pending on ”how he is feeling.” 

On the radio side, wibw(am) Topeka, Kan., 
will head a network of about 117 stations in its 
second year of a three-year contract. Major 
sponsors from last year have returned for an¬ 
other season, including Anheuser-Busch, 
Ford automobiles, Farmer^ Insurance, John 
Deere and Guy’s potato chips. 

♦ 

Minnesota Tic ins 

New management, new uniforms and new turf 
in the Metrodome are contributing to an up¬ 
beat attitude surrounding the Minnesota Twins 
this year, according to Dave Jarzyna, director 
of broadcast marketing for the ball club. And 
that optimism has carried over into the broad¬ 
cast picture, where Stuart Swartz, vice presi¬ 
dent and general manager of kmsp-tv Minne¬ 
apolis. the TV rights holder, said "the market 
[is] in a positive mood.” The station will carry 
five pre-season games and 68 regular-season 
games. The high hopes, in addition to high 
ratings last season (the second highest since 
the club has been on the air), are making for 
good sales, with Miller and Midwest Federal 
Savings & Loan two major advertisers commit¬ 
ted so far. Kmsp-tv is in the third year of a four- 
year contract. 

Also in the third year of a four-year contract 
is wcco(AM) Minneapolis. Steve Woodbury 
general sales manager, said that the station is 
now 65% sold for the regular season's 162 
games, and the preseason's 12 games. Spon¬ 
sors include Budweiser, Red Owl, Midwest 
Federal. Hardware Hank and Amoco. 

For the first time, the two stations will share 
one set of announcers. John Gordon, who for¬ 
merly called New York Yankee games, will 
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AMERICAN LEAGUE EAST 


Team 

1987 

1986 

TV originator 

Radio originator Rights holders 


rights 

rights 

and affiliates 

and affiliates 


Baltimore Orioles 

6.300.000 

6.000,000 

WMAR-TV 

WCBM(AM) 

WMAR-TV holds TV rights; WCBM holds radio rights; Home Team 




10 

84 

Sports holds cable rights. 

Boston Red Sox 

6.500,000 

4.600,000 

WSBK-TV 

WPLM 

WSBK-TV holds TV rights; WPLM holds radio rights; New England 




7 

75 

Sports Network (48% owned by Red Sox) holds pay-cable rights. 

Cleveland Indians 

3.000,000 

3.000,000 

WUAB(TV) 

4 

WWWE(AM) 

33 

WUAB(TV) holds TV rights; WWWE(AM) holds radio rights. 

Detroit Tigers 

5.000.000 

4.400.000 

WDIV(TV) 

WJR(AM) 

WDIV(TV) holds TV rights; WJR holds radio rights; Pro Am Sports 



5 

37 

Systems holds pay cable rights. 

Milwaukee Brewers 

3.600.000 

3.500.000 

WVT V 
g 

WTMJ 

61 

Brewers retain radio rights; WVTV(TV) holds TV rights. 

New Vbrk Vfcnkees 

17.500.000 

15,500.000 

WPIX(TV) 

WABC(AM) 

WPIX holds TV rights; WABC holds radio rights; SportsChannel 




12 

45 

holds pay cable rights. 

Toronto Blue Jays 

7.750.000 

7,750.000 

CTV-TV 

CJCL(AMj 

Labatts Breweries of Canada (45% Owner of team) holds TV rights; 




21 

Telemedia Broadcast systems holds radio rights; The Sports Net¬ 

AMERICAN LEAGUE WEST 




work holds cable rights. 

California Angels 

4.200.000 

4.200,000 

KTLA 

KMPC 

Angels retain TV and radio rights; XPRS Rose-Rita (Tijuana) Mexico 




15 

21 

holds Spanish radio rights. 

Chicago White Sox 

9.300.000 

8.250,000 

WFLD-TV 

WMAQ(AM) 

WFLD-TV retains TV rights, WMAQ(AM) retains radio rights. WTA- 




1 

20 

Q(AM) holds Spanish radio rights and team retains cable rights. 

Kansas City Royals 

3.100.000 

2.000,000 

WDAF-TV 

17 

WIBW(AM) 

117 

WDAF-TV holds TV rights, WIBW holds radio rights. 

Minnesota Twins 

4.000.000 

3.600.000 

KMSP-TV 

8 

WCCO 

62 

KMSP-TV holds TV rights; WCCO holds radio rights. 

Oakland As 

3.000.000 

3.000.000 

KPIX 

KSFO 

KPIX retains TV rights: KSFO holds English radio rights: KBRG holds 




8 

14 

Spanish-language radio rights. 

Seattle Mariners 

2.200.000 

2.100.000 

KIRO-TV 

5 

KIRO 

30 

KIRO holds radio and TV rights. 

Texas Rangers 

6.000,000 

6.000,000 

KTVT(TV) 

WBAP(AM) 

KTVT holds TV rights: WBAP holds radio rights; Home Sports Enter¬ 




15 

15 

tainment holds pay cable rights. 

NATIONAL LEAGUE EAST 





Chicago Cubs 

4.300.000 

4.300.000 

WGN-TV 

WGN(AM) 

Stations hold rights under agreement with commonly owned Cubs. 




13 

67 

Montreal Expos 

7.000.000 

8.000.000 

CBC-TV 

CFCF 

Labatt Breweries holds TV rights; CFCF holds English radio rights; 





30 

CKBC holds French radio rights; the Sports Network holds cable 





CKBC 

42 

rights. 

New >brk Mets 

16.500.000 

14.500,000 

WOR(TV) 

WHN(AM) 

Mets have partnership arrangement with broadcast originators; 




10 

42 

SportsChannel holds pay cable rights. 

Philadelphia Phillies 

9.500.000 

9.100,000 

WTAF-TV 

1 

WCAU(AM) 

24 

Originating stations hold broadcast rights: Prism holds cable rights. 

Pittsburgh Pirates 

4.000.000 

3.000.000 

KDKA-TV 

KDKA(AM) 

Group W holds broadcast rights and Tele-Communications Inc., 




5 

20 

holds cable rights. 

St. Louis Cardinals 

5.100.000 

4.600,000 

KSDK 

KMOX 

KSDK has TV rights. KMOX has radio rights. Cencom Cable holds 




17 

115 

cable rights. 

NATIONAL LEAGUE WEST 





Atlanta Braves 

4.000.000 

3.500.000 

WTBS 

WSB 

WTBS is TV rights holder under agreement with commonly owned 
Braves; team retains radio rights. 

Cincinnati Reds 

6.800.000 

5,500.000 

WLWT 

WLW 

WLWT holds TV rights; Reds retain radio rights. 




20 

100 

Houston Astros 

3.600.000 

3,400.000 

KTXH 

KTRH 

KTXH has TV rights. Astros retain radio rights. Home Sports Enter¬ 




11 

40-45 

tainment holds cable rights. 

Los Angeles Dodgers 

5.000.000 

4.600.000 

KTTV 

KABC 

Dodgers retain broadcast rights and sell through Dodger Radio and 




3 

3 

Television Network. Dodgers and Fox Television Stations Inc. hold 






pay-TV rights jointly in Dodgervision pay-per-view venture. 
KWKW(AM) holds Spanish radio rights. 

San Diego Padres 

4.200.000 

2.800.000 

KUSI-TV 

KFMB(AM) 

Padres retain rights on KUSI-TVand KFMB(AM); Padres and Cox 




8 

12 

jointly hold pay TV rights. 





XEXX(AM) 

San Francisco Giants 

2.900.000 

2.750.000 

KTVU 

KNBR 

Broadcast originators hold rights. 


5 9 

KlQl 
32 


AL total: 

NL total: 
Majors total 


$ 81 , 450,000 

$ 71 , 900,000 

$ 153 , 350,000 


$ 73 , 900,000 

$ 66 , 050,000 

$ 139 , 950,000 


Not included in the table are network payments for nationally 
broadcast games that total about $196.5 million, $95 million for 
ABC-TV $95 million for NBC-TVand $6.5 million for CBS Radio. 
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team up with CBS Radio's John Rooney Con¬ 
tinuing on the radio exclusively are Herb Car- 
neil and former Twin Harmon Killebrew. 

♦ 

Oakland A \s 

Contract discussions between the As and 
rights holder kpix(tv) San Francisco will begin 
this month as the club enters the final year of a 
three-year television and radio broadcast 
rights deal estimated at $8.5 million. Under the 
contract, the As get five minutes of commer¬ 
cial time for every 25 minutes kpix sells. The 
station will televise one preseason and 34 reg¬ 
ular-season games this year in prime time and 
weekend periods. Anheuser-Busch, Unocal 
and Toyota are major sponsors. 

Ratings dropped slightly for ball club last 
year compared to 1985. The As averaged a 6 
rating/14 share in Nielsen and a 6/16 in Arbi- 
tron last year, compared to 1985 figures of 
6/15 and 7/16, respectively according to kpix 
research figures. 

KsfO(am) San Francisco began negotiations 
with the As last month, said Ken Pries, the 
station's sports producer. Also in the final year 
of a three-year deal, the station shares promo¬ 
tion, marketing, merchandising and revenue 
with the As under the existing contract. 

♦ 

Seattle Mariners 

Kiro-tv has the rights to 72 games of the Seat¬ 
tle Mariners but because it is a CBS television 
affiliate, it decided to take only 31 games to 
avoid preempting too much network program¬ 
ing. The remaining 41 games have been as¬ 
signed to a Seattle independent, ktzz-tv The 
games will be fed to about eight stations in 
Washington, Idaho, Oregon and Alaska. 

Sales are moving at a rapid pace, accord¬ 
ing to John Norden, vice president and gener¬ 
al sales manager, kiro-tv Among the major 
advertisers on his station are Anheuser- 
Busch, GTE, Allstate Insurance, Unocal and 
Toyota, The station is beginning a new five- 
year contract with the Mariners. 

According to kiro<am) sales manager, Bill 
Aanenson, the station will cover 20 preseason 
and 162 regular games which will be transmit¬ 
ted to 30 stations in Washington, Oregon, Ida¬ 
ho, Montana and Alaska. Among the adver¬ 
tisers already signed are GTE, Chevron Oil, 
Farmers Insurance Group, Pepsi and Bud- 
weiser. The schedule is about 60% sold and 
Aanenson expects to be 92% sold by opening 
day He noted that the pre- and post-game 
programs are sold out. 

♦ 

Te.vtis Rangers 

Gaylord Broadcasting’s ktvt(tv) Fort Worth is 
entering the third year of a five-year deal as 
broadcast rights holder for the Rangers. The 
rights pact is part of an overall agreement 


whereby Gaylord purchased 35% of the club 
three years ago. (Eddie Chiles still owns the 
remaining shares.) 

Km, which is a “passive" superstation, will 
air 60 away games in 1987—up from 50 last 
season—and one preseason contest. The sta¬ 
tion will also operate a five-state regional net¬ 
work of 15 stations. 

Major advertisers for the 1987 season in¬ 
clude: Budweiser, Nissan dealers, Texaco, 
True \&lue hardware stores, Goody's head¬ 
ache powder, Chief auto parts, Chevrolet deal¬ 
ers and Midas. Charles Edwards, executive 
vice president for Gaylord and general man¬ 
ager of Km, said sales are running 30% ahead 
of the same time a year ago. He attributed the 
brisk pace to the Rangers being a competitive 
team last year and to a "very popular” man¬ 
ager (Bobby Valentine). 

For radio, wbap(am) Fort Worth will begin its 
14th consecutive year of Ranger broadcasts 
as it enters the third year of a four-year rights 
package. Wbap will also serve as the originat¬ 
ing station for a regional network of 15 sta¬ 
tions, most of them in Texas. The station will air 
24 preseason contests and all regular season 
games. 

Among the major sponsors on radio are: 
Budweiser, Delta Airlines, Dr Pepper, Coca- 
Cola, GTE, True \&lue and Ford dealers. As 
with the television side, John Hare, station vice 
president and general manager, reported 
sales compared to a year ago at 30% ahead. 

Home Sports Entertainment (HSE), a divi¬ 
sion of the Houston Sports Association, 
signed a new “multiyear" pact (two years with 
a two-year option) for the Rangers pay cable 
rights. HSE will air 60 home games this sea¬ 
son, carried on 121 systems across a five- 
state area—mostly Texas—to a subscriber uni¬ 
verse of 225.000. 


♦ 

Baltimore Orioles 

After eight seasons on wfbr(am), the Baltimore 
Orioles will have a new radio outlet this year. 
Wcbm(am) Baltimore starts a three-year rights 
contract to broadcast all 162 regular-season 
games and 15-17 preseason contests. An 84- 
station network will be among the largest in the 
country. Miller Beer, Loyola Federal bank, 
Chevrolet, Sherwin Williams paints, local RCA 
dealers, Firestone, Amoco gasoline and 
Ridge Lumber are major sponsors. Jack 
Wers, announcer for the Hawaiian Islanders, 
the AA farm club in Honolulu, has been hired 
by wcbm to join Jon Miller, veteran Oriole an¬ 
nouncer from wfbr, in the broadcast booth. 
Home night broadcasts from Memorial stadi¬ 
um will begin at 6 p.m. with a pregame show 
hosted by the station’s Phil Wood. According 
to wcbm’s Jack Paras, the station "will be pro¬ 
moting heavily, to the tune of half a million dol¬ 
lars in the Baltimore market_We’re excited 

and we think it's a wonderful property." 

Group W’s Washington-based regional 
sports network, Home Team Sports, again will 
present 90 Orioles pay-cable games, includ¬ 
ing five preseason. Among expected spon¬ 
sors for this year will be Stroh’s beer, Giant 


Food and Subaru. Returning announcers are 
Mel Procter and former Orioles outfielder, John 
Lowenstein. HTS’s Tom Davis will handle the 
pre-game and post-game shows and Rex Bar¬ 
ney will host a Major League Baseball week in 
review and Orioles Repori: The Pennant 
Chase. As in years past, Larry King, the Wash¬ 
ington-based talk show host for Mutual Radio 
and the Cable News Network, and Jim Palmer, 
former Oriole pitcher and color commentator 
for ABC Sports, will make occasional appear¬ 
ances for HTS. The Home Team Sports slogan 
is: "You’ll see the home games at home," refer- 
ing to the fact that 65 of the 90 games it will 
cablecast will be from Baltimore. 

Chuck Thompson and hall-of-fame Oriole 
third baseman, Brooks Robinson, return to an¬ 
nounce five pre-season and 40-regular sea¬ 
son Oriole games for wmar-tv The Orioles TV 
network will include 10 stations this year. Major 
advertisers sold so far are Anheuser-Busch, 
Nissan, C&P >fellow Pages, Jerry’s Chevrolet, 
Mr Tire, the Mid-Atlantic Milk Marketing Asso¬ 
ciation, Preferred Health Network and Jiffy 
Lube. 


♦ 

Boston Red Sox 

Wsbk-tv Boston now counts a Florida station, 
vwk<tv) Melbourne, among the members of its 
network for Boston Red Sox games. The Bos¬ 
ton independent is in the second year of a five- 
year agreement with the team. Additionally, 
most of the affiliated stations will carry a higher 
percentage of the three pre-season, one exhi¬ 
bition and 75 regular season games that wsbk- 
tv feeds, said Stewart Tauber, the station's as¬ 
sistant general manager. Major advertisers 
include Anheuser-Busch, Delta and Midas 
Muffler 

The team’s league championship perfor¬ 
mance last year substantially increased inter¬ 
est among cable subscribers, said John Clai¬ 
borne, vice president and general manager of 
the New England Sports Network, which is 
48% owned by the team (its other owners are 
the Boston Bruins hockey team and Storer 
Communications, owner of wsbk-tv). NESN, 
which is offered only as a pay service, current¬ 
ly has 172,258 subscribers, almost double 
that of the previous year. The service, which 
rebroadcast some of the games later at night 
and the following morning, will carry 85 regular 
season and 10 preseason games, up from 83 
and seven, respectively, last year. The total 
number of games will reach 100 in the next few 
years, Claiborne said, with the additional 
games coming from wsbk-tv’s schedule. Spon¬ 
sor’s for the cablecasts are Anheuser-Busch, 
Polaroid, Nissan and Chevrolet. Claiborne 
said he expects all commercial availabilities— 
about 30 per game—to be sold by the begin¬ 
ning of the season. 

Wplm-am-fm Plymouth, Mass., will continue 
to originate the games to a network of 75 radio 
stations, up 11 from last year. The station's 
president and general manager, John Camp¬ 
bell, said the broadcasts were "pretty much 
sold out." Advertisers include Budweiser, 
American Motors Corp. and Chrysler, 
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♦ 

Cleveland Indians 

Along with 60 regular-season Cleveland Indi¬ 
an games to be broadcast on wuab(TV) this 
season (the same number as last year), four 
preseason telecasts will be added to the 
schedule. After establishing a two-station Indi¬ 
ans TV network last season, wuab will have 
four stations on line this year. Jack Corrigan, 
color analyst, returns with a play-by-play part¬ 
ner yet to be announced. Advertisers include 
Anheuser-Busch and Community Mutual In¬ 
surance. Sales are up, according to Bill Sca- 
fidde, wuab general sales manager: "We've 
had more interest in the Cleveland Indians this 
year than we've ever had." 

All regular-season games and 32 presea¬ 
son contests will appear on wwwe(am), which 
feeds a 33-station network. Herb Score and 
Steve Lamar return to announce the games. 

♦ 

Detroit Tigers 

Wdiv(tv) Detroit is in the fourth year of a five- 
year agreement with the Tigers and will carry 
45 regular season and five exhibition games. 
The telecasts, which, according to station spo¬ 
keswoman, Eileen WUnderlich, last year had 
the highest viewing of any major baseball tele¬ 
casts—Arbitron measured them at a 20 rat¬ 
ing/40 share from May through July—will be 
distributed to five affiliates. Major advertising 
sponsors include Miller Brewing, Metro Detroit 
Ford dealers, McDonald's, Blue Cross, Michi¬ 
gan State Lottery, Kroger, Pepsi Cola. Taco 
Bell, New York Carpet World, Highland Appli¬ 
ance, Kentucky Fried Chicken, Michigan Bell, 
Ameritech Yellow Pages and Coca-Cola. The 
station is selling about 85% of its 50 spots per 
game on sponsorship basis. 

Wjr(am), which originates the team’s radio 
broadcasts, is doing well in its sales of adver¬ 
tising time, said Maureen Hathaway, general 
sales manager. The largest sponsors are sev¬ 
eral divisions of Ford Motor Co., followed by 
Marathon Oil, Anheuser-Busch, Maxicare and 
Comerica. 

Subscribers to Pro Am Sports Systems ca¬ 
ble service jumped by roughly 60%, to 
160,000. since last season, said William J. 
Wischman, executive vice president and gen¬ 
eral manager. Half of those subscribers are on 
an extended basic tier—for systems more 
than 150 miles away—while the others are pay 
Advertisers for the two preseason and 80 reg¬ 
ular season games include Ford, Highland Ap¬ 
pliance, Stroh Brewery, the Detroit Free Press 
and Detroit Neivs and Builders Square, a sub¬ 
sidiary of K Mart. 

♦ 

Milwaukee Brewers 

Wvtv(TV) Milwaukee has increased to nine the 
number of stations carrying its broadcasts of 
Milwaukee Brewers games. The independent 
station, which has one more season after the 


upcoming one in its agreement with the team, 
will carry 60 regular and eight preseason 
games, said wvtv general manager, Hal Prot- 
ter. Major sponsors include Miller Brewing and 
True Value Hardware Stores. 

The Brewers organization sells advertising 
time for the radio broadcasts and has so far 
lined up Pabst Beer. Amoco Oil, Pepsi Cola, 
Farmer's Insurance, AT&T, Wisconsin Bell and 
State Farm Insurance. The games, which are 
distributed to 47 other radio markets via the 
network fed by wtmj(am) Milwaukee, are “not 
sold out yet but are well along the way," said 
Bill Haig, vice president of broadcast oper¬ 
ations for the Brewers. 

♦ 

.Yen’ York Yankees 

Wpix(TV) is entering its 37th consecutive year of 
New York Yankees baseball telecasts and the 
first year of a new four-year rights deal. Howev¬ 
er, the Yankees are faced with a television/ca¬ 
ble dilemma. The team's agreement with 
wpix(TV) calls for the airing of 75 games in 
1987—down from 100 last year—and Sports- 
Channel, which is entering the sixth year of a 
15-year, pay-cable rights deal, is claiming 100 
games for the upcoming season—up from 40 
games last year. The total for both outlets sur¬ 
passes the 162 regular-season game sched¬ 
ule. 

The Yankees filed suit against SportsChan- 
nel in the State Supreme Court in Bronx county 
saying the team had a verbal agreement from 
the cable service for it to go to a 75-game 
broadcast schedule this season. But Sports- 
Channel claims an arrangement was made 
two years ago for the cable service to cover 
100 games beginning with the 1987 season. 
The court issued a temporary restraining order 
preventing SportsChannel from proceeding 
with its plans for a 100-game slate. The pay 
service appealed to the New York appellate 
court, which lifted the injunction. Wpix filed a 
friend of the court brief on behalf of the Yan¬ 
kees in the case. 

Among the major advertisers on wpix(Tv) for 
the 1987 season are: Anheuser-Busch, 
Dodge, Toyota, Burger King and Nynex. Re¬ 
turning to the broadcast booth are announc¬ 
ers Bill White and Phil Rizzuto; former major 
league pitcher Jim Kaat will not be back this 
year. Wpix, a superstation, will also serve as 
the originating station for a regional network of 
12 outlets. 

For SportsChannel, major sponsors include: 
Anheuser-Busch, Toyota, Dodge, Nynex and 
Canon cameras. The channel serves 75 sys¬ 
tems and approximately 800,000 subscribers 
in three states. 

For radio, Jim Haviland, vice president and 
general manager of vwvbC(am), said the station 
recently reached a "multiyear’' rights agree¬ 
ment with the Yankess making it the “largest 
radio rights package in the history of base¬ 
ball." The contract, which reportedly runs for 
five years, is believed to be costing wbc some 
$5 million per year. 

In 1986, the Yankees held the radio rights 
while Adler Communications, Hackensack, 


N.J., produced the games and sold the in¬ 
game sponsorships. Wabc for the past six 
years was the originating station for the Yan¬ 
kee broadcasts and sold the "out-of-game” 
inventory 

Major radio sponsors for the baseball 1987 
season include: Anheuser-Busch beers, 
Channel Home Centers, the New York Daily 
New s, the New Ybrk State Lottery, Monroe 
shock absorbers and the Marine Midland 
Bank. Haviland said that the station has al¬ 
ready met about 80% of its sales budget for 
opening day 

The station has also hired two new announc¬ 
ers: Hank Greenwald, former San Francisco 
Giants announcer, for play-by-play: and Tom¬ 
my Hutton, former Montreal Expos announcer, 
for color. Not returning to the radio side this 
year are announcers Spencer Ross, John Gor¬ 
don and Bobby Mercer—the last a former Yan¬ 
kee outfielder. Pending the outcome of the Yan- 
kees/SportsChannel dispute, White and 
Rizzuto may also do some radio broadcasts, 
said Haviland. Wabc, which plans to have a 
regional network of at least 45 stations, will air 
19 preseason contests and all regular-season 
games. 

♦ 

Toronto Blue Jays 

Telemedia Broadcast Services, Toronto, hold¬ 
er of Blue Jay radio rights since the team was 
established, will broadcast the 162 regular- 
season and nine preseason games. Its net¬ 
work of about 50 stations will orginate from 
cjcl(am) Toronto. Major advertisers are: La- 
batts Breweries. (45% owner of the Blue Jays), 
Petro-Canada, General Motors, Bank of Nova 
Scotia, Zenith, Goodyear, Coca-Cola, McDon¬ 
ald's and Nissan. Cjcl traditionally runs three 
contest promotions during its broadcasts: 
"Beat the Pro," a trivia game: "Miracle Hit and 
Win Inning" and "Home Run Inning” for a color 
TV set. During the last half of the season listen¬ 
ers predict the finishing order in the American 
League East in the "Final Standings Contest," 
with winners receiving a trip to next year's 
spring training. 

Labatts Breweries sells the Blue Jays televi¬ 
sion rights on a game-by-game basis to CTV 
the Toronto-based Canadian network of 21 sta¬ 
tions. CTV will broadcast 35 games, all in the 
regular season. Among sponsors for the 
broadcasts will be Labatts, Canadian Imperial 
Bank of Commerce, Chrysler, Honda, Ameri¬ 
can Motors, Mazda, Michelin, Goodyear, Stan¬ 
dard Auto Glass and Imperial Oil. Announcers 
will be Don Chevrier, Fergie Oolver and Tony 
Kubek, who also announces weekly baseball 
games for NBC Sports. 

About 40 Blue Jays games will appear on 
The Sports Network, a Toronto-based pay-ca¬ 
ble service that also cablecasts Montreal 
Expo games. Four preseason contests will 
also be presented. Buck Martinez, former Blue 
Jay catcher, joins The Sports Channel as color 
announcer, with CTV’s Oolver returning to do 
play-by-play Advertisers include Labatts, 
General Motors, Speedy Muffler and Petro- 
Canada. 
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♦ 

AI la nla Braves 

« 

Ted Turner's Atlanta Braves will be seen during 
the upcoming season on superstation wtbs(tv) 
t Atlanta. Wtbs will broadcast 150 regular-sea¬ 
son games and five preseason games, said 
wtbs's Jim Trahey. Last year's coverage was 
disrupted by wtbs's broadcast of the Goodwill 
Games from Moscow, and this year there may 
be some conflict with the basketball games of 
the Turner-owned Atlanta Hawks. Major spon¬ 
sors include Anheuser-Busch, Coca-Cola, 
Delta Airlines, Canon and True Value hardware 
stores. 

Wsb(am) Atlanta will again be the originating 
station for the Braves radio network, said 
Braves promotion manager Miles McReay. 
The network of over 100 stations will carry all 
162 regular season games in addition to 20 
preseason games. McReay said there would 
fc. be an increase in the Braves' promotional 
> drive this year to inaugurate their new uni¬ 
forms. Caps, helmets and uniforms will be giv¬ 
en away to promote the “new look." Major ra¬ 
dio sponsors include Anheuser-Busch, Coca- 
Cola, Delta Airlines, Amoco and Goody's 
headache powders. 


Cinncinati Beds 

Reds baseball again appears on wlwt(TV) Cin- 
> cinnati. The station will cover 42 away games 
« and possibly five more home games. Wlwt is 
the originating station for a network of 20 sta- 
£ tions begun in the early '50's. Joining the veter- 
p an play-by-play team of Marty Brennaman and 
^ Joe Nuxhall will be former Reds catcher John¬ 
ny Bench, who will handle the color commen¬ 
tary. In addition to covering the games, Bench 
| will be starring in The Pete and Johnny Show , a 
half-hour, pre-game interview show with Reds 
manager Pete Rose. Major sponsors for the 
network are Anheuser-Busch, Krogers food 
stores, Ford, Toyota and Long John Silver res¬ 
taurants, with the bulk of the remaining spon¬ 
sorship handled by the individual stations. 

The Reds retain radio rights and wlw<am) 
Cincinnati will again be the lead station for a 
regional network of, at present, 70 stations, 
but the number was expected to rise to over 
100 stations. Nuxhall and Brennaman will also 
handle the radio chores, but the wlw sports 
director, Andy MacWilliams, will do radio when 
the others are on TV Major sponsors include 
Anheuser-Busch. 

The Reds had a contract to carry the games 
over Cincinnati's addressable cable system 
on a pay-per-view basis last year. That con¬ 
tract has been canceled, and no direct cable 
coverage is planned. 

♦ 

Houston Astros 

l Ktrh(am) has put together a package of all 162 
regular season and 26 preseason contests. A 
regional network of 40-45 stations is being as¬ 
sembled and may be even larger by the time 
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the 1987 season kicks off, according to a sta¬ 
tion spokesperson. He termed sales activity 
“fairly good" and expressed the hope that all 
availabilities will be taken by game time. Major 
radio sponsors are Anheuser-Busch, Gulf Oil 
and Coca-Cola. The station has enlarged its 
pre-game program from 10 to 25 minutes, 
more than doubling its inventory of commer¬ 
cial time. 

The Astros’ solid performance last year has 
improved the advertising outlook at ktxh(tv), 
according to Vince Barresi, vice president and 
general manager. The station will carry seven 
preseason and 72 regular season games and 
has arranged a regional network of 15 stations 
that is "likely to go higher," an official said. Julio 
Bermudez, national sales manager, said lead¬ 
ing advertisers are Anheuser-Busch, Ameri¬ 
can Airlines, Kroger, Goody's headache pow¬ 
der and Coca-Cola. The station is in the 
second year of a long-term contract. 

Pay cable is in its fifth year in Houston. 
Home Sports Entertainment has arranged a 
schedule of 73 Astros games, available to 
235,000 subscribers on about 130 systems. 
Jack Stanfield, program manager of Home 
Sports Entertainment, said advertising sales 
were brisk with major accounts including 
Coca-Cola, Anheuser-Busch, Mazda, Texaco, 
Pizza Inn, What-A-Burger, Eastern Airlines and 
Reebok International (shoes). 


♦ 

Los Angeles Dodgers 

The broadcast rights for Dodger games will 
increase from $4.6 million to $5 million this 
year during the final year of a three-year 
agreement with kttv(tv). kabc(am) and Dod- 
gervision, the pay-per-view cable service. The 
Dodgers “sell, package and produce" each of 
the games. The club and stations sell time for 
pre- and post-game shows but the Dodgers 
get the national sponsorships during the 
game. 

Kttv wilt offer 46 home games and four pre¬ 
season contests. Dodger games will return to 
kdtu-tv Tucson, Ariz., and knxv-tv Phoenix on a 
one-year basis. The stations have carried the 
team in previous years, according to Merritt 
Wiley, vice president of marketing for the 
Dodgers. 

Dodgervision will enter its third year with a 
120% increase in subscribers, according to 
Walter Kalb, executive in charge of the Fox- 
owned Dodgervision. With 47 cable systems 
in southern California and Nevada that pass 
1.2 million homes, the subscriber count aver¬ 
ages about 16.100 per game, or about 65,000 
viewers, he said. The service will offer a pack¬ 
age of 25 home games to subscribers for 
$79.95 or $5.95 per game on a pay-per-view 
basis. To mark Dodger Stadium's 25th anniver¬ 
sary, the service will launch an elaborate pro¬ 
motion campaign that includes two tickets, a 
poster, a specially minted 25th anniversary pin 
and “diamond dust," dirt taken from the infield 
of the stadium. 

Major national sponsors this year are Uno¬ 
cal, Miller Brewing, Nissan, Farmer John and 
Coca-Cola, according to Wiley The Dodgers 
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have appeared on kttv since 1958, the team's 
first year in Los Angeles, and kabc radio since 
1974. 


♦ 

San Diego Padres 

The 1987 season will represent a big change 
in broadcast rights for San Diego Padres 
games. Instead of selling the broadcast rights 
to an individual television or radio outlet, the 
Padres this year have purchased time on inde¬ 
pendent kusi-tv and kfmB(am) San Diego and 
will control most of the inventory in the 51 
games on television, and the 187 games on 
radio. Last year the games were broadcast on 
NBC-affiliate kcst(TV) and kfmb(am). Spanish- 
language xexx(am) Tijuana, Mexico, will contin¬ 
ue to carry the games, retaining broadcast 
rights. 

Last season the Padres tested the new 
rights strategy by taking radio rights in-house. 
It was partially based on the success of that 
move that the club took the television in-house 
as well. 

“There were several reasons we did it," said 
Jim Winters, director of broadcasting for the 
Padres. “Now we will be able to control our 
destiny. If we want to add a couple of promo¬ 
tional spots for ticket sales, we can to that." 
Winters also mentioned the overall health of 
advertising in the market as a reason for get¬ 
ting into the new arrangement. 

Broadcasting on an independent, as op¬ 
posed to an affiliate, will also give the team the 
opportunity to do pre- and post-game shows. 

Winters, who was with the New York Mets for 
four years, and later the Cincinnati Reds for 12 
years, said that his in-house sales team con¬ 
sists of three sales people. Controlling inven¬ 
tory on television and radio will allow the Pa¬ 
dres sales team to package sales of television 
and radio along with billboards and advertise¬ 
ments in the program that is available at the 
ball park. 

Kusi-tv and kfmb(am) each get adjacencies 
to the club’s advertising, which the stations 
can use for promotion. 

Winters said that sales of time in the games 
on both radio and television are going well so 
far. Major sponsors for television are Mitsubi¬ 
shi and Union 76. For radio, sponsors signed 
so far include Chevron, Coca-Cola, Home 
Federal Savings & Loan, Farmer's Insurance, 
Jack in the Box and Mad Jack's. 

Cable coverage of the Padres will once 
again be handled by Cox Cable, which 
charges $140 for 41 games. Cox reaches 
425,000 homes in the San Diego area. 

♦ 

San Francisco Giants 

Ktvu(TV) Oakland enters the fourth year of a 
five-year contract with the San Francisco Gi¬ 
ants, for the coverage of 38 regular-season 
games. A deal on preseason games has yet to 
be worked out, according to Caroline Class, 
the station's program manager. 

Class said that ktvus Giant coverage will be 
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augmented by three half-hour specials—two 
produced in the Giants training camp in Phoe¬ 
nix before the season begins, for broadcast 
before the season, and one produced during 
the regular season, for broadcast during the 
season. 

In addition, the station is producing a series 
of Giants Minutes that will be broadcast 
throughout the season. 

Ktvu is coming off a year of higher-than ex¬ 
pected “double-digit ratings," according to 
Miller, and in line with that, sales are going 
well. Major sponsors include Northern Califor¬ 
nia Toyota Dealers. Pacific Bell and Jack in the 
Box. 

Knbr(am) San Francisco, the radio coverage 
originator, is also entering the fourth year of a 
five-year contract. Jay Barrington, sales coor¬ 
dinator for sports, said that sales so far "could 
be better," but that some of the major sponsors 
on board are Anheuser-Busch, Chevron, Re- 
nault-Jeep, Farmers Insurance, Grossman's 
hardware and Taco Bell. Knbr will broadcast 
162 regular-season games, and 13 preseason 
games. Spanish radio coverage of the Giants 
this year will be on kiqkam) San Francisco, with 
32 affiliates. 

Under the title of "GiantVision,” a package of 
36 regular-season and one preseason game, 
will sell for $144 to cable viewers. Subscribers 
will also get 18 key National League games 
with the package. In addressable homes, the 
games will sell for $5.95-$6.95 per game. 
Corey Busch, executive vice president of the 
team, said that of the 100 cable systems in 
northern California, the Giants will reach half. 
Nine addressable systems will also be 
reached. 


♦ 

Chicago Cubs 

Wgn*tv Chicago will telecast 150 Cubs games 
this season, including four exhibition games 
on a regional network of 13 stations. John 
Fendley, sports sales director, said that adver¬ 
tising sales are going "very well" this year. As 
of last week, revenues were running about 
20% ahead of last year. About 70% of the in¬ 
ventory has been sold, Fendley said, adding 
that the games are “never" sold out before the 
season. "If we do sell out, we're priced too 
cheap," he said. Among the advertisers al¬ 
ready signed: Anheuser-Busch, True \felue 
Hardware, Union Oil, Pepsi-Cola, United Air¬ 
lines, Chicagoland Buick Dealer Association, 
Chicago Tribune, Yellow Pages and the Illinois 
State Lottery. 

On the radio side, wgn(am) will broadcast 
162 regular-sea son games and 10 exhibition 
games this year. The team has arranged a 
regional network of 67 stations (all primarily in 
the Midwest) to carry the Cubs, said Wayne 
Vriesman, vice president and general man¬ 
ager of wgn{AM). Major sponsors this year in¬ 
clude Heileman Brewing, True \fe1ue Hard¬ 
ware, Chevrolet dealers. Marathon Oil and 
Talman-Home Savings and Loan. Vriesman 
said that there will be a few changes in the 
announcers’ booth this year. While Dwayne 
Staats will continue to do the play-by-play, for¬ 
mer Cubs manager Jim Frey will be the new 
primary color man. Remaining in the booth for 
home games will be Hall of Famer Lou Bou¬ 
dreau. 


♦ 

Montreal Expos 

Labatts beer holds the TV rights and controls 
the cable rights for Montreal Expos baseball 
this season. Labatts was reported to have 
paid a little less than $30 million for its five-year 
contract. The French-language rights have 
been re-sold to the Canadian Broadcast 
Corp., which will carry the games over a net¬ 
work of about 20 stations, with about 10 in 
Quebec and the remainder outside the prov¬ 
ince. The coverage schedule is not yet de¬ 
fined. said Pierre Gauvreau, group vice presi¬ 
dent for the Expos, but the French network is 
hoping to broadcast 35 games. Claude Ray¬ 
mond will handle color commentary and Ray¬ 
mond LeBrun will do play-by-play. 

English language rights will either be sold to 
the CBC English Network or a new network of 
independent TV’s in the process of being 
formed by Global Television Network in Ontar¬ 
io, said Gauvreau. The lead station for the new 
network may be cfcf-tv Montreal. Regardless, 
play-by-play will be handled by Dave \fen 
Horn and color commentary by Ken Singleton. 
Major sponsors for both networks include: 
Coca-Cola, Chrysler, Provigo, a provincial 
food store chain and Ultramar. There will be 20 
sponsors in all. 

Cable coverage will again be handled by 
TSN Canada which will show 30 regular sea¬ 
son away games, six home games and four 
preseason games, all in English. Play-by-play 
will by done by Gordon Craig and Ken Single- 
ton will also be doing the color commentary for 
TSN as well as the English-language broad¬ 
casts. 

Radio coverage is again split into French 
and English broadcasts. Ckbc(AM) Bathhurst, 
New Brunswick, is the lead station for an Eng¬ 
lish radio network of 42 stations, mainly in Que¬ 
bec. Dave \&n Horn will also handle play-by- 
play for radio and Jim Fanning will do the color 
commentary. In addition to the regular-season 
games, the network will also carry six presea¬ 
son games. French-language broadcasts will 
be done by cfcf(Am) Montreal and carried by a 
network of about 30 stations, two in Quebec 
and the remainder outside. Jacques Doucet 
will be the play-by-play announcer and Roger 
Broulette will handle color. 

Guavreau said business had been very 
brisk due to excitement over the new roof on 
the Montreal stadium, and ticket sales have 
been very high. A formal promotion will begin 
in the next week. 

♦ 

Xeu? York Mets 

Wqr-tv New Y)rk will begin its 26th consecu¬ 
tive year as the originator of New York Mets 
television broadcasts, a rights partnership ar¬ 
rangement the station has had the team's 
since its inception in 1962. The station is enter¬ 
ing the first year of a new five-year deal and 
plans to air seven pre-season contests and 75 
reqular-season home and away games as well 


Radio rights on CBS 

The CBS Radio Network is entering the third year of a five-year, $32-million rights deal for 
Major League Baseball's Game of the Week broadcasts. And for the first time, CBS will air 
games for all 26 weeks of the regular season, due to "strong" advertiser and affiliate 
interest, said Steve Youlios, vice president/sales for the CBS Radio Networks. (It had 
previously offered a 20-week regular season schedule.) The weekly broadcast schedule 
contains two games (one day and one night) every Saturday beginning with the Toronto 
Blue Jays at the Boston Red Sox and the Montreal Expos and the Houston Astros on April 
11 . 

In addition to airing weekly contests, the exclusive CBS rights package includes the 
annual All-Star game, league championships and World Series. CBS may also air several 
midweek contests toward the end of the season depending on the pennant races. 

Youlios said CBS offers two sales packages: the summer series, which is the full 26- 
week schedule, and the All-Star game, league championships and the World Series. 
Among the major advertisers for both packages are: Honda, Buick, True \fclue hardware 
stores and Anheuser-Busch, all of which were sponsors last season. Also, Tinactin will 
once again sponsor a 30-second, in-game feature during the regular season. 

New advertisers include the Gates Rubber Co. for automotive parts and Fuji, both of 
which will also be sponsoring in-game features. CBS Radio's baseball sponsorships, 
which also include "off-air" in addition to any "on-air" merchandising/promotional cam¬ 
paigns, can range from $75,000 to about $1 million. 

Returning announcers for CBS Radio's baseball coverage are: Brent Musburger. John¬ 
ny Bench, Bill White, Jerry Coleman, John Rooney, Dick Stockton and Howard David. New 
to the CBS baseball announcing staff this year are: Jim Hunter, who is the new anchor for 
CBS's Sports Central USA weekend reports, Steve Busby, Tom Cheek and Gene Elston. 
The announcers will be paired on a rotating basis and share both play-by-play and color 
duties. As an added attraction, local team announcers will join the CBS crew during the 
fifth inning of each game, coined the "home town" inning, which will be exclusively 
sponsored by True \&lue. 

Youlios said he expects the Game of the Week broadcasts to clear about 250 stations. 


Broadcasting March 2 1987 

54 





BASEBALL19S7 



as one exhibition game against the Boston 
Red Sox. 

"Pricing is up substantially over last year, 11 
said Peter Leone, vice president and general 
manager of wor{tvj. The Mets won the 1986 
World Series. Among the major television ad¬ 
vertisers for 1987 are: Anheuser-Busch, Nis¬ 
san, Manufacturers Hanover Trust, Oldsmo- 
bile dealers anc Bell Atlantic. Leone said wor, 
a superstation, will serve as the originating sta¬ 
tion for a regional network of 10 to 12 stations. 

On the radio side, country-formatted 
whn(am) New Vbrk, is beginning the second 
year of a five-year broadcast rights pact. It has 
a revenue-sharing arrangement with the Mets. 

Major sponsors include: Anheuser-Busch, 
Chrysler-Plymouth, Amoco, the Daily News, 
Benjamin Moore Paints, Samsung Electronics 
and the New Vbrk State Lottery According to 
Rick Dames, stat on vice president and gener¬ 
al manager, rates are 40% higher this season 
than last year. A package of 175 sixty-second 
spots (one per game) are reported to be sell¬ 
ing at $200,000. 

The 1987 season will also feature expanded 
pre -and post-game programing. Both the 
pre- and post-game shows will be lengthened 
from 15 minutes to 90 minutes, which will open 
up more baseball inventory. “This will give 
smaller clients an opportunity to be involved 
with the Mets," said Dames. Whn Sports Direc¬ 
tor Howie Rose will handle the Mets pre- and 
post-game programs with Mets radio an¬ 
nouncers Bob Murphy and Gary Thorne han¬ 
dling the broadcast 15 minutes before and 15 
minutes after each game. 

Whn, which airs 13 preseason and all 162 
regular-season contests, will serve as the 
originating outle: for a regional network of 
some 42 stations, 

SportsChannel is entering the sixth year of a 
30-year deal for the team’s pay-cable rights 
and will air 75 home and away games—up 
from 60 last season. Major advertisers on ca¬ 
ble include: Anheuser-Busch, Toyota, Buick. 


Nynex, Texaco and Met Life. SportsChannel is 
carried on some 75 systems across a three- 
state area and has a subscriber universe of 
nearly 800,000. 

♦ 

Pit iladelp/t ia Pitillies 

It's pretty much status quo as far as the rights 
holders of Phillies games are concerned. Both 
wcau(am) and wtaf-tv Philadelphia are in the 
middle of long-term pacts that do not expire 
until 1992, while cable rights holder Prism is 
working its way toward the end of a long-term 
deal that expires at the end of the 1989 sea¬ 
son. Taft sold its 40%-plus interest in the Phil¬ 
lies to the other co-owners of the team, led by 
general partner William Giles, in January. The 
broadcast and entertainment company has 
also sold, subject to FCC approval. Phillies TV 
rights holder wtaf-tv and its other independent 
stations to TVX Corp. The station will carry 90 
games this season, as it did last year. 

Wcau(am) Philadelphia will again carry the 
full slate of Phillies home and away games 
plus eight preseason games. The radio station 
will run a big promotion counting down to Mike 
Schmidt’s 500th home run, expected this sea¬ 
son, called the "Schmitty 500." 

Prism, the regional pay service in Bala Cyn- 
wyd. Pa , will carry 38 home games and seven 
away games. The network now claims 
375,000 subscribers. 

♦ 

Pittsburgh Pirates 

The Pirates are celebrating their centennial in 
1987, which should give the three Pittsburgh 
rights holders lots of promotional grist. Kdka-tv 
Pittsburgh as extended its rights pact beyond 
1987 and this year will broadcast 43 games, 


including two preseason, three home and 38 
away games. Pirates sponsors on TV this year 
include Anheuser-Busch, Giant Eagle, Equi- 
bank, Pittsburgh Chevrolet Dealers and Bell of 
Pennsylvania Vfellow Pages. The station ex¬ 
pects that Pirate ad sales to be up 20% over 
last year, boosted in part by the broadcast of 
three additional games. 

Kdka(am) Pittsburgh is in the final year of a 
three-year rights contract and will broadcast 
the full slate of Pirates regular and preseason 
games. Returning sponsors include Bud- 
weiser, Giant Eagle and the Pennsylvania 
Dairy Promotion Board. 

Tele-Communications Inc. signed a new 
five-year cable rights pact with the club, the 
first three of which are firm and the second two 
contingent on the Major League Baseball 
agreement with the networks, scheduled for 
renewal after the 1989 season. The TCI ser¬ 
vice, known as Pirates on Cable, will televise 
60 games this year, an increase of 10 games 
over 1986, the service's first year of operation. 
It is packaged within a program tier on the TCI 
system that includes wtbs<tv) Atlanta, wor-tv 
New York and other satellite services. The sys¬ 
tem now has about 350,000 subscribers, al¬ 
though the Pirates channel is offered to other 
systems which reach another 250,000 sub¬ 
scribers in western Pennsylvania, Ohio and 
West Virginia. Sponsors of Pirates on Cable 
include Anheuser-Busch, and TCI is working 
to sign up others. 

♦ 

St. Louis Cardinals 

Robert Hyland, regional vice president of CBS 
Radio and general manager of kmox(am), re¬ 
ports the St. Louis station will broadcast 162 
games and some exhibition contests this year. 
The games will also be carried on a regional 
network of about 115 stations. 

Hyland said sales have been proceeding 
"very well.” Among the major sponsors he list¬ 
ed were Chevrolet, Anheuser-Busch, Amoco, 
True Value Hardware, Carrier Corp. and Car 
Quest. Hyland believes the baseball schedule 
will be sold out by the start of the season. 

Television coverage of the Cardinals will be 
provided by ksdk(tv) which will move into its 
25th year of telecasting Cards games. Bill Bol¬ 
ster, vice president and general manager, said 
sales are proceeding at a moderate pace. Ma¬ 
jor sponsors include Budweiser, Toyota, Taco 
Bell and Commerce Bank. The station has the 
rights to 50 games but so far has scheduled 
only 44. Games will be fed to a network of 
about 17 stations. 

Cencom Cable Associates will handle pay 
TV coverage of 50 Cards home games. Scott 
Widham, general manager, reported that ca¬ 
ble systems with about 200,000 subscribers 
have signed for the coverage. They include 
Cencom’s own systems plus those of Conti¬ 
nental Cable, American Cable and United Vid¬ 
eo. Among advertisers signed for the Cards 
cable coverage are Kroger, Nissan and An¬ 
heuser-Busch. Widham said Cencom is 
spending about $250,000 this year to promote 
the coverage. 
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1 in New York dpi 

SportsChannel now has n}<jre garrv 
the World Champion if%|and 
than ever before! ,Med) 

And this season, 

SportsChannel has 
175 games you .can't see 
anywhere else. 


C HUGO 'S winners on cable 

Follow the Chicago lifkjlz Sjfr 
as Sports Vis ion carries ^ • 

81 Live, Exclusive games during the L 

1987 season. Every w^ek ■‘The Jim 
Fregosi Show” will highlight their 
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the Action! 






Two of the nation’s Premiere Regional Cable Sports 
Networks will continue providing the most complete 
baseball coverage. Catch the World Champion Mets and 
Yankees in New York, and the White Sox in Chicago. Close 
to 2 million subscribers in the Hottest sports markets of 
New York and Chicago can view these Exclusive Live 
games on SportsChannel and SportsVision. 


Sold exclusively by: 

RAINBOW ADVERTISING SALES CO. 


IN NEW YORK CALL: 

Phil DeCabia—(212) 889-3380 

IN CHICAGO CALL: 

Bob Saalfield—(312) 644-6677 
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WDTN-TV Dayton, OH WTVQ-TV Lexington, KY 
WTTE-TV Westerville, OH WDKY-TV Lexington, KY 
WTTV-TV Indianapolis, IN WMKW-TV Memphis, TN 
WVAH-TV Hurricane, WV WCAY-TV Nashville, TN 
WORB-TV Louisville, KY WKCH-TV Knoxville, TN 


WGRB-TV Campbellsville, KY 
WHKY-TV Hickory, NC 
W43AG Hopkinsville, KY 
WLIO-TV Lima, OH 
WUPW-TV Toledo, OH 


ComCast Paducah, KY 
WAYK-TV Palm Bay, FL 
WHIZ-TV Zanesville, OH 
WETO-TV Greenville, TN 



